Intangibility is a defining characteristic of services. 
Introduction
The effect of atmospherics, or physical design and decor elements, on consumers and workers is well recognized in the service industry, which is characterized by a dearth of tangibles. Service organizations cannot create a superior service experience without creating a superior physical surrounding, in which service is created and delivered. A well designed servicescape has a positive impact on buying behavior. Ambience and surroundings have a paramount influence on customers' evaluation of a service experience (Levitt, 1981) . through careful design of the servicescape. Even marketing goals such as relationship building (Crosby, Evans, and Cowles 1990) could be influenced by the design of the physical setting.
Servicescape Models
Bitner's Model (1992) Bitner (1992) proposed a framework for explaining what behaviors servicescape can influence and how and why the service environment should be planned to achieve the pertinent objectives that the organization has assumed for itself. Bitner's framework suggests that both employees and customers are impacted congnitively, emotionally and behaviorally by the servicescapes in which they deliver and receive services respectively. These internal responses to the environment influence the behavior of customers and employees and these behaviors in turn affect social interactions between and among customers and employees. The model shares striking similarities with other models (e.g., Mehrabian and Russell 1974) , but it is unique because the Mehrabian and Russell model focuses on emotional responses only whereas Bitner's model encompasses cognitive and behavioral dimensions too. Wakefield and Blodgett (1994) proposed a servicescape framework that has five environmental dimensions viz. layout accessibility, facility aesthetics, seating comfort, electronic equipment displays and facility cleanliness. These five dimensions impact on the perceived quality of the servicescape and consequently the satisfaction with servicescape. This in turn has a bearing on the patronage intentions and the desire to stay at the facility. Hence, the longer one spends in a facility, the greater the likelihood that the perceived quality of the servicescape will play an important role in determining satisfaction with the service. Physical surroundings thus play a role similar to a physical good's packaging in that it basically communicates an image of what is included in the service. Bitner's Model (1992) Bitner (1992) proposed a framework for explaining what behaviors servicescape can influence and how and why the service environment should be planned to achieve the pertinent objectives that the organization has assumed for itself. Bitner's framework suggests that both employees and customers are impacted congnitively, emotionally and behaviorally by the servicescapes in which they deliver and receive services respectively. These internal responses to the environment influence the behavior of customers and employees and these behaviors in turn affect social interactions between and among customers and employees. The model shares striking similarities with other models (e.g., Mehrabian and Russell 1974) , but it is unique because the Mehrabian and Russell model focuses on emotional responses only whereas Bitner's model encompasses cognitive and behavioral dimensions too.
Wakefield and Blodgett (1994)

Dimensions of Servicescape
Dimensions of servicescape include all the objective physical factors that can produce a possible approach effect for both customers and employees alike. There could be an infinite list of such factorslighting, color, signage, textures, quality of materials, style of furnishings, layout, wall decor, temperature, and so on. Review of literature as well as significant research in this field by Bitner (1982) suggests three important aspects of servicescape as (See Figure 2) 1) Ambient Conditions (e.g. temperature, air quality, noise, music, odor, etc.) 2) Spatial layout and functionality (e.g. layout, equipment, furnishings, etc.) 3) Signs, Symbols and Artifacts (e.g. signage, personal artifacts, style of décor, etc.) According to environmental psychologists, people respond to their environments in a comprehensive and holistic manner. That is, though individuals perceive discrete stimuli, it is the total configuration of stimuli that determines their responses to the environment (Bell, Fisher, and Loomis 1978; Holahan 1982; Ittelson et al. 1974) . Hence, though the dimensions of the environment are defined independently here, it is important to recognize that they are perceived by employees and customers as a holistic pattern of interdependent stimuli.
Ambient Conditions
Several authors have identified ambient conditions as a factor that affects perceptions of and human responses to the environment (Darley and Gilbert 1985; Russell and Snodgrass 1987; Sundstrom and Sundstrom 1986) . Ambient conditions affect the five senses and thus help in sensory branding of the service organization. Typically, ambient conditions include lighting, smell, temperature, noise and music. For example, in studies of restaurants and supermarkets, it has been illustrated that music tempo can affect pace of shopping, length of stay, and amount of money spent (Milliman 1982 (Milliman , 1986 . Sometimes, these dimensions are not distinctly palpable, but yet have immense effect on customers and employees who spend a significant time at the service factory.
Spatial layout and functionality
Spatial layout refers to size, shape, arrangement and spatial relationships among machinery, equipments, and furnishings. Functionality refers to the ability of the same items to facilitate performance and the accomplishment of goals of the customer, as service encounter environments are functional environment. Spatial layout and functionality are essentially important for self-service organizations where the customer is almost a co-producer and hence needs to be facilitated in the accomplishment of his goals of visiting the service organization.
Signs, Symbols and Artifacts
Signs, symbols and artifacts are potent means of communicating the image of a service organization. Signages are explicit communicators and may include labels of departments, name plates, identity cards, directional material-arrows, and also rules of expected behavior-no smoking, danger zone, adults must accompany children, silence etc. Other elements in the environment, though not strong communicators, also convey a meaning and status. Quality of materials used in construction, artwork, presence of certificates and photographs on walls, floor coverings and personal objects displayed in the environment can all communicate symbolic meaning and create an overall aesthetic impression. Signs, symbols, and artifacts are particularly important in forming first impressions, for communicating new service concepts, for repositioning a service and in highly competitive industries where customers are looking for cues to differentiate the organization. 
Behavioral Responses to Servicescape Dimensions
The dimensions of organization's servicescape influence important customer and employee behaviors. Mehrabian and Russell (1974) propose that individuals respond by exhibiting two general and contrasting forms of behavior-approach and avoidance. Approach behaviors include all positive responses towards a place-desire to stay, associate, affiliate, explore and work. Avoidance behaviors are just the opposite and include a desire not to stay, associate, affiliate, explore and work. In a study of consumers in retail environments, Donovan and Rossiter (1982) found that approach behaviors in a retail setting include a feeling of achievement by shopping, repatronage, expressions of commitment, attraction and friendliness toward others, spending money, spending time in browsing and exploration of the store. Milliman (1982 Milliman ( , 1986 found that the tempo of background music can affect traffic flow and gross receipts in supermarket and restaurant settings. Each individual visits a retail outlet with a purpose and the physical setting of the outlet must help him in achieving what he had planned. For example, a shopper to a retail store must be able to locate the merchandize that he had planned to purchase, the signages should enable him to procure his material, the music, sound, acoustics, lighting and smell. should be emotionally encouraging to inspire him to stay for long. This is how a well-planned retail servicescape assists a shopper to accomplish the purpose for which he has visited the store. Obviously, retail stores strive to cultivate positive (approach) behaviors and deter negative (avoidance) behaviors and at the same time enable customers and employees to carry achieve their desired outcomes. Besides affecting individual behaviors, servicescapes act as facilitators in increasing the quality of interaction between employees and customers, most importantly in interpersonal services. Bennett and Bennett (1970) state that "all social interaction is affected by the physical container in which it occurs." This physical container is aptly the servicescape that affects the duration of interaction and actual progression of events. Forgas (1979) suggests that environmental variables such as propinquity, seating arrangements, size, and flexibility can define the possibilities and limits of social episodes, such as those between and among customers and employees.
One of the challenges in designing environments to enhance individual approach behaviors and encourage the appropriate social interactions is that optimal design for one person or group may not be the optimal design for others (Baker, Berry, and Parasuraman 1988) . Similarly, an environment that is conducive to an employee's individual work needs may not enhance the employee's ability to converse and interact interpersonally with customers.
Theoretical Framework
The servicescape framework in this paper is based on selected aspects of Bitner's (1992) servicescape framework (see figure 2) with reference to Wakefield and Blodgett's (1994) model (see figure1) in studying the effect on customers' behavioral intentions in retail. Five servicescape factors applied to a retail store include (1) ambient conditions, (2) spatial layout, (3) functionality, (4) 
Research Design Methodology
The research methodology applied in this study consisted of three stages: • a literature review;
• a qualitative exploration consisting of in-depth interviews and focus groups; and • a quantitative descriptive survey of consumers.
Preliminary Study-Exploratory Stage of research
Since there is a dearth of research on retail servicescape, especially in India, an exploratory research should first be used (Cooper and Schindler 2001; Zikmund 1997) to identify relevant issues, to gather ideas and insights and then to develop the hypotheses for later testing (Churchill and Iacobucci 2002) . This study is a preliminary step to gain a more rigorous and adequate understanding of issues related to retail servicescape in the explanatory stage (Zikmund 1997) . This allowed the development of a preliminary model of the impact of a various variables on consumers' attitudes toward retail servicescape.
Participants
300 participants were randomly selected for the study. The respondents were essentially consumers of a selected retail stores in Jaipur. Each respondent was administered a structured questionnaire comprising 30 variables. Sampling procedure employed was Convenience Sampling (Nonprobability Sampling)
Measurement Instrument
A structured questionnaire was developed based on the literature review and exploratory studies-in-depth interviews and focus groups. The design and administration of the questionnaire followed six steps which were adapted from Churchill (1979) Frazer and Lawley (2000) and Kinnear and Taylor (1996) . The questionnaire consisted of 30-items to be rated on a 10-point Likert-type scale, ranging from 1 (probably very untrue)-10 (probably very true).
Data Analysis
A Factor Analysis was performed on 30 variables using SPSS 16.
Basic Assumptions
Two statistics on the SPSS output that permit us to look at some of the basic assumptions.
• Kaiser-Meyer-Olkin Measure of sampling adequacy • Bartlett's Test of sphericity
Kaiser-Meyer-Olkin Measure of sampling adequacy
This measure generally indicates whether or not the variables can be grouped into a smaller set of underlying factors. It is a measure of whether the distribution of values is adequate for conducting factor analysis. A measure > .9 is marvelous, >8 is meritorious, > .7 is middling, >.6 is mediocre, > .4 is miserable and <. 4 are unacceptable. Thus, high values (close to 1.0) generally indicate that a factor analysis may be useful with your data. If the value is less than .40, the results of the factor analysis probably will not be very useful.
Bartlett's Test of sphericity
This is a measure of the multivariate normality of the set of distributions. It also tests whether the correlation matrix is an identity matrix because factor analysis would be meaningless with an identity matrix. A significance value of < .4 indicates that these data do NOT produce an identity matrix (or differ significantly from identity) and are thus approximately multivariate normal and acceptable for factor analysis. In the study, Kaiser-Meyer-Olkin measure for sampling adequacy yielded a value of .83. Bartlett's Test of Sphericity gave a value of .03. Both the measures indicate that the sample of the study reported here was adequate. So, clearly our data support the use of factor analysis and suggest that the data may be grouped into a smaller set of underlying factors.
Factor Analysis
Using Kaiser's criterion, 6 components with eigen value of 1 or more are selected. These 6 components account for 74.035 % of the total variance. Air Quality, with loadings to 2 factors greater than 0.5, is considered as cross-loaded and were therefore deleted. Of all the 30 statements in the questionnaire, 28 statements with factor loadings greater than 0.5 are selected for subsequent analysis. Each of the items in for the 6 factors extracted is presented in Table2, with their respective loadings and mean scores. Factor means indicates respondents' attitude towards different dimensions of servicescape. As shown in Table 2 , the five items in descending order of means score were as follows: Spatial Layout (5.34), Signages (5.05), Ambient Conditions (4.96), Cleanliness (4.60), Facilities and artifacts (4.34) and Functionality (3.78) Factor 1, Ambient Conditions, consisted of six items (alpha=0.890) and explained 47.894% of the variance. The mean score is 5.05, which is the second highest score. This factor reveals whether the retail store has pleasant lighting (4.98), appropriate background music and sound (5.20), appropriate temperature (5.34), pleasant odor (4.58), and overall comfortable ambient conditions (5.24), and adequate lighting (4.96).
Factor 2, Cleanliness, consisted of six items (alpha=0.921) and explained 7.106% of the variance. The mean score is 4.60, which is the fourth highest score. The six items are: overall very clean facility (4.58), clean walkways and exits (4.49), clean food zone (4.19), clean aisles (4.60), dust free furniture and fixtures (4.86) and products neatly arranged and displayed (4.92).
Factor 3, Signage, consisted of four items (alpha=0.948) and explained 5.955% of the variance. The mean score is 4.96, which is the third highest score among the six dimensions. These four items are related to the signage in the facility, namely, signage helps in locating merchandise (5.10), signage is big and distinct (5.02), sufficient signages (5.00) and signages are easy to comprehend (4.72).
Factor 4, Spatial Layout, consisted of four items (alpha=0.911) and explained 5.281% of the variance. It is the most satisfactory factor. The mean score is 5.34, which is the highest score among the six dimensions. It measures whether the store has a good parking (5.43), good interiors (5.27) and customer friendly layout (5.54) in the facility, as well as its aisles for easy movement of shoppers (5.11).
Factor 5, Facilities and Artifacts consisted of five items (alpha=0.855) and explained 4.003% of the variance. The mean score is 4.34, which is the fifth highest score. The five items are: clean washrooms (3.94), sufficient drinking water fountains (4.59), aesthetically decorated facility (4.55), adequate seating space (4.15) and availability of kidzone (4.71).
Factor 6, Functionality, consisted of 3 items (alpha=0.769) and explained 3.796% of the variance. The mean score of 3.78 is the lowest among the six dimensions which is the least satisfactory factor. The three items are: high performance electronic equipments (3.56), fast billing (3.32) and fast location of needed merchandise. (4.45). 
Multiple Regression
The relationship among the six servicescape dimensions, perceived servicescape quality, satisfaction and desire to stay was analyzed by standard multiple regression.
I Relationship between Servicescape Dimensions and Perceived Quality
The six servicescape dimensions explained 62.7 % of the total variance in the dependent variable of overall perceived servicescape quality (Adjusted R Square =0.627). Thus, the relationship between servicescape dimensions and perceived quality is strong. To compare the contribution of each servicescape dimensions in forming customers' perceived servicescape quality, we refer to the Standardized Beta Coefficient. As shown in Table 6 below, the largest beta value is 0.362, which is for Layout, which is closely followed by Ambient conditions (Beta = 0.353). It shows that Layout and Ambient conditions have strongest relationships with perceived quality of servicescape. Moreover, among the 6 dimensions, only Layout (Sig. = 0.000) and Ambient conditions (Sig. = 0.000) were significant (Sig. <0.05), indicating that these 2 dimensions are making statistically unique contribution to the prediction of perceived servicescape quality. Therefore, only H1 and H2 are supported. 
II. Relationship between Perceived Quality and Satisfaction
The result of regression reveals that satisfaction with the servicescape is positively influenced by perceived quality (Beta = 0.848, Sig. = 0.000). 71.7% of the total variance in visitors' satisfaction can be explained by their perceived quality (Adjusted R Square =0.717). H6 is supported. 
III. Relationship between satisfaction and desire to stay
In testing H7, the predictive power of satisfaction in desire to stay, the Standardized Beta Coefficient was found to be 0.835 (Sig. =0.000), indicating that satisfaction and desire to stay are positively related and the relationship is strong. H7 is therefore supported. With Adjusted R Square of 0.695, satisfaction explained 69.5% of visitors' desire to stay longer. 
Conclusions and Recommendations
Having run factor analysis, it was observed that the five dimensions chosen in the original model are amenable to being split into six, as signages stood out quite conspicuously from its original dimension of signs, symbols and artifacts. The six dimensions are ranked as follows (in descending order of ranking) 1. Spatial Layout 2. Ambient Conditions 3. Signages 4. Cleanliness 5. Facilities and Artifacts 6. Functionality The store needs to make significant investment in increasing its functionality. The facility should offer high performing equipments that enable fast billing and fast location of needed merchandise. Facilities are artifacts need to be improved, with an urgent provision of clean wash rooms. Mean score on this item (3.94) is much less than the factor means (4.34). The study strongly supports that spatial layout and ambient conditions bear the strongest relationship with the perceived quality of the servicescape. These two dimensions make statistically unique contribution to the prediction of perceived servicescape quality. Results of regression reveal that satisfaction with the servicescape is positively influenced by perceived quality of the servicescape. Satisfaction and shoppers' desire to stay are positively related and the relationship is strong. The servicescape thus encourages the target customers to enter the service environment in the first place, and to retain them subsequently. Well-designed servicescapes thus provide substantial tangible cues for re-assuring, facilitating purchase and ensuring repeat business.
